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ABSTRACT 
Success of e-commerce business is highly connected to the internet marketing tools that 
are used. The range of such tools is enormous and it difficult to optimise them and make 
them work effectively. The effectiveness in this case means positive return of 
investment in stated period of time. Except from internet marketing tools, the customer 
orientation is crucial matter for e-business organisation. Customers require the wide 
range of services including various shipment and payment options, quick delivery and 
live customer support through chat or phone. This thesis shows all stated aspects and 
demonstrates the practical usage of internet marketing tools as well as enhanced 
customer support. 
 
ABSTRAKT 
Úspech spoločnosti venujúcej sa elektronickému predaju je hlboko prepojený 
s nástrojmi internetového marketingu. Široká škála týchto produktov je zložitá na 
zoptimalizovanie a nastavenie celého procesu tak, aby pracoval efektívne. Efektívnosť 
v tomto prípade značí pozitívny návrat investície, ktorú do nástrojov vkladáme. 
Orientácia na zákazníka je dôležitý faktor pre všetky e-business spoločnosti. Zákazníci 
vyžadujú veľké množstvo doručovacích a platobných možností ako aj rýchlu 
zákaznícku podporu cez chat alebo telefón. Táto diplomová práca ukazuje všetky tieto 
aspekty a zároveň demonštruje praktické možnosti použitia internetového marketingu 
ako aj vylepšenú zákaznícku podporu. 
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1. Introduction 
Internet has become a part of our everyday life, thus many business opportunities 
appeared in several fields of the e-world. One of the fields is e-commerce. 
Amazon.com, though its failure during beginning of 21th century, has been restructured 
and is now leader in global e-commerce market and has shown the way of successful 
internet e-commerce business growing into other fields. 
Internet marketing is the core of the success for e-commerce businesses. As it is very 
fresh field of marketing, it is still changing and dynamic. The purpose of this thesis is to 
evaluate current status of internet marketing of e-commerce “Karnevalové zboží“. It has 
been in the market almost a year, acquiring good results. Internet marketing tools were 
used in the beginning, and have been abandoned. Several optimisations help its business 
process to work more effectively.  
Social networking activity among users of the Internet has been increasing since the 
beginning of the 21th century. People started sharing their personal information with the 
rest of the world as the revolution of ICT took place. The raise of particular social 
networks also brought several fails of those that were less lucky, such as MySpace that 
experienced fall (Lupa, 2011). Another has been able to become stable part of Internet 
market, offering various advertisement programmes and monetised game products. 
Thus the new era of social marketing has shown when a site owner is able to focus on 
people with specific gender, age, interests or education. 
The reasons why customers are likely to buy goods through the internet are various. 
One of the most significant reasons is price. Due to the fact the e-commerce store does 
not need to pay rent for prestigious place, its rental costs are enormously lower, thus it 
is able to provide cheaper goods. Time is another important fact. In some cases, it may 
be more comfortable to pick your goods behind a computer’s screen and pay through 
debit or credit card. 
Customer’s satisfaction is still harder to obtain. E-commerce companies are trying to 
create an environment, where the delivery of goods is extremely quick or customer is 
able to get his ordered goods in the branch store for the same price as on the internet. 
There is visible a convergence from pure e-commerce companies, such as Mall.cz, to 
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companies with several stores across the country. On the other side, there are 
companies, such as Datart, which has started with classic retailing of electronic goods, 
but opened e-commerce store in order to diversify and increase their income (Datart, 
2011). 
There are several ways how to increase the customer’s satisfaction and the e-commerce 
leaders are trying to analyse and exploit them. Whenever an excessive number of 
customers move towards the competition, convergence of the whole Internet market has 
to take place. 
   
  
  
15 
2. Executive summary 
The diploma these was performed in order to reach the set goals and objectives at the 
beginning and improve the real e-commerce business solution’s economic parameters 
and effectiveness. 
The objective of the thesis is to apply theoretical concepts of marketing strategy and 
evaluate running e-commerce “Karnevalové zboží“, suggest optimisations and analyse 
its performance of these suggested steps. As a subpart of this aim, analysis of current 
performance of this e-commerce solution is provided. The analysis of performance and 
health of e-commerce business consists of analysis of competition, customer’s 
evaluation and feedback. 
This report also shows the performance of e-commerce business in the Czech market, 
its changing periods and the reflection of performance based on factors such as, 
customer’s satisfaction, availability of goods and price handling. 
All of these goals were handled, and the detailed result of optimised e-commerce 
solution presented. The results included the improved conversion rate of visitors that 
transform into customers to 1% as well as the optimised pay-per-click campaigns. 
The Heureka.cz, aggregating server that allows exporting products of all e-commerce 
business into one large database, has shown extraordinary results. The visitors that came 
from this website had conversion rate three times more than average conversion rate in 
the last year. Another product that is called the certificate “Ověřeno zákazníky” 
improves the reliability of e-commerce store as well as the customer’s confidence into 
purchasing in this specific business. Other aggregating servers shall be used as well in 
order to improve the overall business statistics such as turnover and profit. Another 
example of such aggregating services is server Zbozi.cz that allows also its own 
certification and reviews. 
Pay-per click (PPC) campaigns made were not optimized that well as in the previous 
case as its conversion rate has fallen down to approximately 0.5%. What is more the 
return of investment (ROI) was close to 0% thus it has to be optimized in the future, if 
the store owner decides stick to this advertisement solution. What is more, only Google 
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PPC was used, but there are also few more options for store owners such as Seznam.cz. 
The dominating portal of Czech Republic offers his own product call Sklik and also 
offers several marketing advisors that are able to optimise the campaigns by themselves 
in order to make their customer satisfied. 
This report also suggests the future development of either sticking to the limitation of 1 
million Czech crowns turnover or the massive expansion and investments of a large 
business. The second scenario is expected to be performed in the long-term period after 
the consolidation of business processes of analysed e-commerce business solution. 
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3. Theoretical concepts 
3.1.  E-commerce 
E-commerce is part of electronic business that goes along with several other electronic 
products such as e-learning. E-commerce can be defined as a group of all commercial 
transactions that happen on the Internet. The major part of e-commerce consists of 
internet shops. The definitions also include commerce activities that are related to 
internet shop solutions, such as internet marketing or supportive affiliate programmes 
used to increase turnover (Cox and Dale, 2001). 
Internet business solution do not need to be sophisticated programmed website with 
several payment option, but the e-commerce covers also simple website with the orders 
made through email. 
3.1.1. Types of electronic business 
Electronic business consists of three main types of business relations that are 
represented be well-known acronyms – B2B, B2C, C2C. 
First type is business to business relation (B2B). As Woodside (2010) suggested B2B is 
the electronic business connection between two businesses that provide benefit for both 
parts. This type of transactions is usual for example between the manufacturer and 
wholesale retailer, or between wholesale retailer and retailer that sells the good to 
customers. The chain of business connections and transactions can be created from 
more than three businesses and be much more complicated. 
The electronic communication is provided by big demand servers such as 
aaapoptavka.cz, where the business puts its demand and chooses from the range of bids. 
Second connection is typical business to customer (B2C) type of transactions. Retailers 
on the internet website offer their goods and allow customers to create an order. 
Marketing operations are very sophisticated in this field and when business want to 
succeed it should improve its website and order process as a result of feedback of 
customers (Singh, 2002). Analysed e-commerce solution belongs to this group. 
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The last type is customer to customer (C2C) connection, where the transactions take 
part between customers. Big bidding websites such as ebay.com allow users put their 
used or handmade goods as an offer. Other customers bid in an auction or buy the goods 
for certain price. Such business became successful also in Czech market thanks to 
aukro.cz.  
There will be focus on the B2C type of relation in this thesis and partly B2B as the 
result of connection with wholesale retailer. 
3.1.2. Critical review of e-commerce solutions 
3.1.2.1. Advantages for customers and store owners 
The main advantages of e-commerce for customers are undoubtedly its speed, comfort 
and price. The electronic communication is faster than regular paper mailing or making 
phone calls and the electronic search for specific goods is more comfortable than listing 
in catalogues. Also the 24/7 availability will increase customers satisfaction and 
comfort.  
Lower price is the most important advantage of e-commerce for most of the people. 
Thanks to the lower costs for energies and no need of rent at attractive location of 
retailer, the price can be pushed and thus the customer may benefit from it. 
The advantages for e-commerce solutions owners are lower starting costs as the e-
commerce can be rented for several hundreds of crown per month, new distribution 
channel for established non-electronic businesses. High number of customers may be 
approached through internet marketing channel for costs, than can be precisely 
computed to be effective. Finally, the ability of serving for more customers at the same 
time allows them to more effectively handle time. 
Lower costs are both advantage and disadvantage for businessman. He can attract 
people with lower prices, but on the other hand, his business model can be easily copied 
by competition, which can grow very fast. Thus it is important to create a competitive 
advantage by enhanced services to customers. 
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3.1.2.2. Disadvantages for customers and store owners 
On the other hand, Garicano et. al (2002) stated that the trust of security and confidence 
of customers can be exploited due to several security issues. Data of both customers and 
business can be stolen and may lead to different types of damages, such as back account 
withdrawals or theft of ideas or know-how. 
Other disadvantages include the risk of returning goods, as the retailer is obliged by law 
to accept used goods within 14 days. This can be overcome by setting the margin and 
expecting that some shipping costs will be lost, as several numbers of packages will 
come back without even being received. 
Disadvantages for customers include mainly inability to touch the goods, what is in 
several cases crucial in decision making process. Consumer goods, such as diapers or 
eye-contact lens, are easy to buy, because repeated purchase can be made without 
touching the products. However, furniture may be bought on the customer’s actual 
impression, or dress may be bought on how it fits and how the person senses it. 
Personal contact with a seller is impossible to replace with the web based connection 
through the Internet. Though, there are services, such as Zopim, providing real time chat 
on the website in order to give your customers valuable advices concerning offered 
goods. 
3.1.2.3. Internationalisation as an advantage for e-commerce businesses 
Another challenging advantage is that internet eliminates global borders, thus the 
barriers to entry a new market are lower and based mainly on law issues of selected 
countries.  
Uppsala international process model is widely recognised for its explanation of how the 
internationalisation of a company evolves in time by step by step and that foreign 
countries with low psychic distance are the first places where to internationalise.  
There are several arguments that physic distance is not a constant and cannot be 
measured precisely (Child et al., 2002) and it is just subjective experience of managers 
(Sousa and Bradley, 2006). It causes the inability to identify exact countries with low 
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physic distant, though the group of countries within wider context of low psychic 
distance could be available. Companies also can overcome the distance through 
spreading knowledge, lowering psychic distance due to globalisation or just by try and 
fail process (Nordstorm and Vahlne, 1994). 
Forsgren and Hagström (2007) have tried to fit several internet companies into Uppsala 
model and found out that it is not suitable for these companies. Analysed companies 
were fast-growing e-businesses and their internationalisation was too fast to follow 
classic Uppsala model with first movement to countries with low psychic distance. 
Even, the geographical distances are zero in e-world and that is the reason for faster 
internationalisation opportunities. 
This can be supported by successful expansions of Czech-founded e-commerce stores 
such as Parfums.cz (Parfums, 2011) or Mall.cz (Mall, 2011). In the case of Parfums.cz, 
the company successfully operates in Slovakia, Hungary and Poland. On the other side, 
the expansion does not need to be surely successful what can be illustrated by Mall’s 
withdrawal from Germany (Germica, 2011). It actually points to the Upsalla’s 
organisation internationalisation theory, where the expansion to countries with low 
psychic distance (in this case Slovakia, Hungary, Poland) were successful, whereas the 
expansion to Germany was not. 
3.1.3. Legal issues concerning e-commerce 
Legal issues concerning e-commerce business are regulated by common laws. B2B 
transactions are regulated by commercial code, while B2C transactions are regulated by 
civil code. 
The following law of regulations is essential for each e-commerce business, otherwise it 
may be fined: 
• E-commerce store shall have published all information concerning the business 
standing behind it. There shall be also published information concerning the 
product’s specification with its title, characteristics and price including taxes. 
Businessman shall also mention the types and prices for shipping and types of 
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payment. It is common that e-commerce store does not inform truthfully about 
the availability of the goods and thus stands on the edge of law. 
• The buyer has right to withdraw from contract within fourteen days. If the seller 
does not informed the buyer about his rights, the period will be increased to 
three months. This may be complication for the seller, but the margins shall be 
set to overcome such problems of returning goods. Seller has right to return 
buyer price of the product reduced by the cost of damages such as wrapping 
material etc. Money shall be returned within thirty days. 
• The seller is obliged not to state deceptive information about characteristics of 
products or types of services. Seller also shall not use hidden or deceptive 
advertisement in order to get an advantage against his competition. It is also 
illegal to stole and use content from other internet websites or other forms of 
communication. Typical examples are plagiarism of design or content including 
photos and characteristics or description of products. 
The customer also may enter fake information and the goods may be sent to wrong 
address. Although there are several issues that complicate the online seller’s business, 
there are still many opportunities that allow him to work more effectively than regular 
seller with store in the centre or in shopping mall. 
3.2. Czech internet market 
Czech internet market is relatively young market with many opportunities that come 
into existence in the late 90ties of last century after the enormous expansion of the 
Internet.  
Except from e-commerce, many fields of internet services for internet users exist. For 
example, Seznam.cz dominates in the field of email services and lookup services for 
customers searching for real estate (sreality.cz), customers of used cars (sauto.cz) or job 
seekers (sprace.cz). Large amount of income is generated by real estate agencies or used 
cars dealers in order to attract prospective customers. All of the above has its business 
models accustomed in order to be profitable part of company. 
Boston Consulting Group (BCG) with cooperation with Google performed a research 
regarding Internet markets in European Union called “The internet country” with 
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following results. Despite smaller internet penetration in Czech market, internet 
business brings 3.6% to GDP in 2010, what is above countries from Central Europe, but 
also Spain and Portugal (BCG, 2011). Although Czech market is significantly smaller, it 
makes it interesting for local players to earn their share in this business. BCG (2011) 
predicts that the share of internet economy on the GDP will increase to 5.7% in the year 
2015. This is caused by several facts including expected raise of internet penetration. 
Growing internet literacy plays its role in this process, as the younger generation 
became into productive stage of life. 
43% of internet business in Czech Republic belongs to personal spending. The personal 
expenses are payments for internet connection together with personal purchase from e-
commerce area. The expenses in e-commerce area produce the yearly turnover almost 
37 billion Czech crowns and allowed to create approximately 25 thousand job places 
(Lupa, 2011). It is mostly significant for small and medium enterprises (SME), as e-
commerce enlarges its business opportunities, mainly ability to expand to foreign 
markets and sell their products or services globally. 
According to the study, Internet is contributes to other area, although it is not included 
into the contribution of GPD, such as online B2B transactions. Internet help citizens to 
gain information quickly and more effectively, thus the indirect contribution help to 
increase offline sales of tickets to various events, tours to exotic destinations. Users also 
share their knowledge on social networks. As a result, life with internet delivers them 
more opportunities than without it. 
3.3.  Marketing 
Marketing is a quickly changing and uncertain discipline which is followed by 
organisations in order to keep their positions in battle with competitors. It is a process 
which is also followed by customers who obtain knowledge about organisations and 
their products and benefit from it. According to Kotler (1999), marketing is satisfying 
needs and wants of customers through an exchange process. Exchange process occurs 
between customers and organisations. 
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Marketing is also a philosophy, where key person for organisations is their customer. 
Organisation is able by analysing his needs improve its business processes, increase 
customer’s satisfaction and thus improve its market position.  
Marketing differs from selling goods, as selling goods is only about changing mind of 
customers that he needs it, while marketing is about a global plan about accustoming 
products in the way the customer wants it. It involves design of products, pricing, places 
where customer can buy the products, brand recognition and other factors. 
3.3.1. Marketing strategy 
One of aspect of strategy by Porter (1996, pp. 64) could be defined as “The essence of 
strategy is choosing to perform activities differently than rivals do”. Marketing is just 
part of the business and since it is widely implemented and integrated into business 
processes by majority of organisations its value, distribution and implementation 
couldn’t become competitive advantage. In other words, organisations should not 
become satisfied with traditional marketing, but keep the on-going process of 
innovation, improvement of new ways of marketing. This could give organisation the 
real competitive advantage. 
3.4.  Internet marketing 
According to Chaffey (2006), Internet marketing can be simply defined as “achieving 
marketing objectives through applying digital technologies”. Internet is just another 
selling channel for organisations, thus the tools for achieving marketing goals remain 
similar with few changes. At the following figure 2.1, there is a complexity of tools 
which affects the e-commerce business factors. 
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Figure 2.1: Internet marketing tools (adapted from Chaffey 2006, pp. 113) 
The performance of Internet marketing may be precisely analyzed through various 
tools, such as Google Analytics. The relevant data are gathered and can be measured 
what are the sources of customers that made an order in the electronic store. The 
measurability of internet marketing is obviously different from TV or other media 
marketing where the impact on sales is not clear, however the brand is strengthened. 
Along with people spending more time in front of computer, that is the reason, why the 
mass-media advertisement spending are slowly moving towards spending for internet 
marketing tools (Lupa, 2011). 
3.4.1. Search engine marketing 
Search engine marketing (SEM) is a core of the internet marketing for the most of 
internet websites included in e-commerce business. It is also the simplest way of 
attracting customers. Search engines such as Google or Yahoo allows user to search for 
a specific keyword. The situation in Czech market is different from the rest of the 
world, where Google acquired dominating position. The market of search engines is 
diversified for Google and Seznam.cz, thus companies are required to take into concern 
marketing on both search engines. 
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The reason, why is SEM so interesting for e-commerce organisations is, that it focuses 
on potential customers that are already looking for specific keyword that means that 
they either want to buy specific product or want to gain more information about specific 
product. In both ways, if the e-commerce business is able to convert this user into 
customer (Gandour and Regolini, 2011). The conversion rate of visitors that convert 
into customers is an important number that can give more contracts to organisation. 
Along with the increased number of users using search engines on regular daily basis, 
lot of companies raised and specialise in management of search marketing and offer it 
as a service for internet business companies.  
3.4.1.1. Search engine optimisation 
Search engine optimisation (SEO) belongs to the group of SEM tools. As Gandour and 
Regolini (2011) suggested SEO’s goal is mainly to gain and maintain top positions in 
the generic results of search engines for specific keyword. The reason is simple, the 
higher the website is listed, the more users will follow the link and visit the specific 
website. 
SEO itself means the optimisation of source code that is read by search engine robots in 
order to highlight desired keywords for robots and improve its rank on result’s page. 
SEO consists of onsite and offsite factors.  
Onsite factors are the optimisation for relevant and rich content, good structuring of the 
text and good positioning of keywords. Another factor include good layout of HTML 
tags.  
Offsite factors consist of finding partners across the Internet in order to make as many 
links to the website as possible. This improves the rank of website in the eyes of search 
engine, making it more important in the Internet. 
It is important to optimise website for a range number of keywords that can bring 
customers. For example, it is crucial for e-commerce store to describe each product in 
detail. This will make search engine look in large amount of content for specific website 
and offer results that are longer or not very usual. This area of keywords is called long-
tail. 
26 
3.4.1.2. Pay per click advertisement 
Another subpart of search engine marketing is pay per click advertisement. Search 
engines in order to find optimal business model, allowed to buy positions marked as 
sponsored links in the result page according to searched keyword.  
The algorithm for selling such keywords became very sophisticated. It is a complicated 
action where organisations or person are bidding for desired keywords. The prices for 
specific area usually copy the ROI counter by conversion rate and profit of such 
advertisement (Sharma, 2011). There is no wonder, that financial products rule the 
prices. Table 3.1 shows the most lucrative fields of business in the internet and the 
prices for one user that come to provider’s website. 
Keyword Price for first place Percentage of search engine’s total 
income from this field 
Insurance $54.91 24 % 
Loans $44.28 12.8 % 
Mortgage $47.12 9 % 
Attorney $47.07 3.6 % 
Credit $36.06 3.2 % 
Lawyer $42.51 3 % 
Donate $42.02 2.5 % 
Degree $40.02 2.2 % 
Hosting $31.91 2.2 % 
Table 3.1: List of most expensive keywords on Google (The Atlantic Wire, 2011) 
 
The income for search engines is enormous, whereas the best optimised businesses for 
conversion are able to pay such amounts for only one user.  
To sum up, PPC is effective online marketing tool, where advertiser can set the price 
that is willing to pay for click to his page. Then watch the conversion rates and measure 
the effect of this type of advertisement.  
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3.4.1.3. Copywriting 
Copywriting is an area of Internet marketing that is tightly connected to SEO and PPC. 
As it may look simple, it is the writing and creating attractive content both for people 
and robots of search engine. 
Simple change of caption of button or content of a special offer can improve conversion 
rate. This is the exact skill that each copywriter should be able to use. In case study 
introduced by company 37signals, simple change the catch phrase from “Free Trial” to 
“See Plans and Pricing” resulted into 200% increase of signed-in users of such product 
(Carson, 2011). 
3.4.2. Interactive advertisements 
Expect from search engine marketing, there is also another way how to gain users 
coming into organisation’s websites. Several owners of websites provide a place for 
advertisement for offered prices. Those advertisements are either simple text, or image 
with the link to buyer’s website. Advertisement campaign price is usually dependant on 
the attractiveness of the website and number of visitors. 
3.4.2.1. Banners 
Banners are image or interactive advertisement which goal is to attract users. Though, 
as the Internet was evolving, the click-through-rate has fallen from 2% to 0.1-0.5%. 
Internet users started to ignore such advertisements and what is more, several browsers 
allowed them to block. 
Different change in user’s attitudes changed also the significance of banners. Its main 
usage is now the brand strengthens. 
3.4.2.2. Text links 
At the opposite side, there are text links as advertisement. Its usage was abandoned, 
because they were not able to attract enough attention to make user click at them. But as 
the search engine marketing involved, text links became significantly important for 
search engine optimisation, as it improves website’s keyword position in the result page 
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of search engine, as well as improving search engine rank, which is used as evaluation 
of website’s authority on the Internet. 
3.4.2.3. Advertisement by context 
Context advertisement is a type of interactive advertisement that is used by webmasters 
to monetize their websites. The biggest provider of these advertisements is Google with 
its product Google Adsense. Other local players are Seznam and Etarget. The 
advertisements are embedded to website and showing specific content by the content of 
the whole website. That is the reason why they are widely use all over the Internet is 
because of the fact that these advertisement bring visitors which are relevant to 
customer’s website. 
In order to make process even more effective, payment for owner of advertisement is 
counted by number of real visitor that clicked at links and visited owner’s website. 
Similar to search engine marketing, this type of advertisement is also called Pay-per-
click advertisements with only difference that the advertisements are shown at client’s 
websites and not at search engine result page (Sharma, 2011). There are also many 
sophisticated mechanisms in order to prevent fraud clicks by users that want to benefit 
from clicking at ads at their own pages.  
3.4.3. Online PR 
Online public relations on the Internet also belong to Internet marketing tools. 
Organisations have several opportunities how to present themselves and their products. 
Several internet marketing media agencies offer brand and product enhancement 
through paid discussion participant. It is used to promote product when there is a 
possibility and give positive information on the organisation.  
Different type of online PR is building communities. As Hurme (2001) proposed 
organisation allows customers discuss their products, communicate with them and 
suggest proposals for problem solving on organisation’s discussion website. 
Modern organisations use social networks to promote themselves, to announce new 
products and to answer questions. For example, Twitter is used both to publish short 
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news and to lead the discussion with any other user. All messages are limited to 160 
characters, that is why the communication very effective and transparent. Because of all 
these reasons, Twitter is very popular among more literate internet users and modern 
companies. 
 
Figure 3.1: Example of organisation’s official twitter account (Vodafone UK, 2011) 
 
Last common type of online PR is blog. Blog is a service where person usually post 
articles with his experience or opinions in the certain field. Modern organisation’s 
employees are expected to write articles about technical, business or legal background 
of specific projects within the company. It allowed other users to get in touch with the 
operations running inside an organisation and inspire themselves what to improve in 
their own businesses. 
3.4.4. Online partnership 
Online partnerships are essential mainly for e-commerce field. They help to bring more 
customers to organisation’s website, even though organisation pays for their visits. 
When the conversion rate is high enough, paid visits still generate profit.  
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3.4.4.1. Affiliate marketing 
E-commerce businesses with higher incomes are able to invest their money into internet 
systems that are able to track users coming from partner websites and record their 
potential order (Duffy, 2005). When the order is made, certain percentage of value of 
the order is transferred into partner’s bank account. The profit for affiliate partners are 
usually around 5-30% from an order.  
There are also several disadvantages. It may be complicated to find first partners for the 
affiliate programme. Affiliate marketing is a very effective way of cooperation but the 
barriers for entry are high due to fixed costs as the system is sophisticated.  
Except from paying customers, there are also other benefits that come along with 
affiliate marketing. The links to organisation’s website have to be located at partner’s 
website, thus it indirectly improve search engine marketing together with authority and 
position at the result page. 
3.4.4.2. Sponsorship 
E-commerce business can provide sponsorship to various subjects, such as leisure 
centres for children providing mainly goods they are selling. As a reciprocal service, 
organisation can provide links to website or brand strengthen through leaflets 
distribution during social events. 
3.4.4.3. Link-building 
Link-building is one of the core activities of internet marketing. In order to enhance 
better search results, acquiring links from different sites is crucial for number of website 
visitors. 
There are mainly three ways how to lead the process of link-building. Firstly, there are 
catalogues that are usually free of charge, where link-builder can add the links to 
website. Only few of them are worth to buy a link as they provide enough visitors and 
link with high quality for search engines. For example, catalogue of companies at 
Firmy.cz maintained by Seznam.cz is such case. 
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Another way how to perform link-building is to find websites with similar subject. Then 
request the webmaster of selected website to exchange n link and place it into special 
category on the website. Except from exchanging link, there is also a opportunities to 
buy an back-link from website that offer such service. Internet marketing agencies 
handle customer’s budget and buy several back-links with required quality. 
Last type of link-building is PR article. These articles belong also to PR category of 
Internet marketing. In order to enhance website’s subpages, for example specific 
category or a product of a store, link-builder has to link directly to that category. The 
best way how to perform that is by writing an article about specific product with all its 
features and linking directly to the product. The same principle as catalogues applies 
here. The finest the PR article provider’s website is the more money has to be paid in 
order to publish an article. Several PR servers publish articles for free and expect low 
profits from context advertisement. 
3.4.4.4. Microsites 
Microsites are slightly connected to link-building, they have supportive role for such 
keywords that have high rate of competition in the result page. Microsites are 
standalone websites with own domain as only basic internet marketing tools are applied 
to these sites. When a user visits such site, there is usually detailed information about 
specific product with big call to action banner in order to move visitor to the main e-
commerce website (Duffy, 2005). 
Microsites can be compared to affiliate marketing with the difference that e-commerce 
owner is creating such sites on his own. Both ways can be combined and lead to greater 
income of main website . 
3.4.4.5. Widget marketing 
Another sophisticated type of marketing in the e-world is widget marketing. Widget is a 
small application that may be developed for various operation systems or web browser. 
Goal of such applications is mainly to attract the user to install your widget by offering 
him special feature of the widget. Customer is then informed about seller’s products or 
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services and expected to convert into paying customer. This type of widget marketing is 
not very popular in Czech Republic. 
Widgets are also block of useful information that is built in into other website. For 
example, portal is able to provide current and precise weather information, and other 
webmasters are able to install widget with weather information to their website. The 
profit for owner of widget is the link that goes along with the widget and the brand 
recognition, because there are author’s notes at the end of the widget. 
3.4.5. Viral marketing 
Viral marketing is the most complicated and innovative internet marketing tool of all, 
because there are no right steps how to become successful in it. Viral marketing 
includes videos, jokes or other interactive forms to propagate organisation’s product. 
When there is a viral video made, agency publish it in several big community video 
servers, such as YouTube or Stream in Czech Republic, and wait for response from 
users. For example, video on YouTube of Coca-Cola’s happiness machine that give free 
bottles, has 4 million views. For SME it is a great chance to attract customers for low 
costs, but the idea or product has to be outrageous (Ferguson, 2008). 
Another type of viral marketing is word-of-mouth. The service or a product may be 
much better or the customer care is at high standard, this type of marketing expects that 
it will spread into population by whispers. As an great example, there is Google that 
started to dominate global search engines without any advertisements. In Czech 
Republic, community of artists and designers called Fler.cz has risen without any 
advertisements. 
3.4.6. Social media marketing 
Social media marketing became significant part of internet marketing when humans 
started using social networks on regular daily basis. Social network mainly are used for 
sharing video, audio, memories, images or popular websites among users. Social 
networks allow users create events with description, place and time and invite 
organisation’s fans, even through advertisement. The events than became easily to 
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spread and may attract large number of customers with very low fixed costs for 
advertisement (Harris and Rae, 2009). 
The interaction between users allow them to be active, share their ideas and opinions, 
not only receiving information as it is in TV or paper mass media.  
3.4.6.1. General division of social networks 
There are many opportunities for organisation how to present their brand and products 
at social network. It is important to accept the division of social networks: 
• Facebook is mainly for fun. 
• Twitter is for chatting. 
• Linkedin is for professionals. 
Organisation may use Facebook for informal communication with their customers and 
fans. It is common to arrange contest or Facebook games with fabulous prices in order 
to acquire bigger range of fans and customers.  
Facebook also offers social targeted advertisements. Website owners can set the 
parameters such as age, gender, interests of targeted group and publish the 
advertisement only for this group. Although such advertisements look to be very 
effective advertisement, due to the fact that users use Facebook in leisure time, the first-
time converted users rate is very low, though the branding recognition takes place and 
the customer may return in the future and buy a service or a product (Harris and Rae, 
2009). 
Twitter was already mentioned in this report. The usage of organisation should be 
mainly to announcing corporate news and customer support. Advertisements are not yet 
possible, but Twitter is expected to offer them due to need of monetisation. 
Linkedin as a social network is used by professionals and organisation that are creating 
up-to-date profile pages which goal is to replace simple CVs along with 
recommendations from other users. The communication within this social network is 
formal. Organisations and professionals are able to discuss new trends and opportunities 
and create new contacts. Linkedin is used by organisation’s HR managers mainly to 
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find and hire professionals, creating partnerships and branding within this professional 
network. 
3.4.6.2. New trends 
Social networks are very modern and trendy matter. MySpace was popular in the 
beginning of 21th century, but the number of active users has fallen down dramatically. 
It is expected that similar issue may happen to any other social network, as it just 
become not trendy.  
On the other hand, new social networks may offer organisation new opportunities how 
to use innovative marketing tools. For example, Google is trying to create a social 
network, but yet he has failed with social network called Buzz. Its new attempt called 
Google Plus does not have enough active users yet and may even not ever have, but 
organisation may show its interest in following new trends and if such social network is 
successful, be one of the first to use proper social network marketing tools. 
3.4.7. Direct email marketing 
Email marketing is mass sending of well-structured and designed emails to the group of 
customers that had added themselves to organisation’s newsletter or that allowed 
organisation to send them corporate emails. Email marketing is far away from classic 
spam email marketing which cause problems to newsletter emails because they may 
become marked as spam. Spam is illegal black hat marketing and although its 
conversion rate is below 0.001%, due to the large number of stolen email addresses is 
still profitable. 
Email marketing usually aims mainly to B2C target group and partly to B2B. The layout 
and graphics needs to be professional in order to attract customers that already used 
organisation’s services or bought organisation’s products. Organisation are reminding 
themselves to the customers, offering new products for special prices, trying to improve 
confidence of its brand and acquire feedback from users (Kennedy, 2011). 
According to law, organisation cannot send emails to not registered users. In order to 
persuade users to receive newsletter, e-commerce business can allow to simple add to 
newsletter during registration or order by approving checkbox. Another possibility is to 
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show the archive of newsletters in organisation’s website and the ability to add potential 
customer’s email. 
Organisation builds its database by itself, but also can use several newsletter services 
where users get paid or have other benefits for receiving newsletter emails with 
organisation’s offers. These services are not very expensive, due to the fact than only a 
small number of users will actually open and read the email. 
3.4.8. Websites with listed aggregated products 
There are several websites that allow e-commerce owners export their products with 
prices, description and availability into large databases. Users are able then to list each 
product, find the cheap one or choose from other parameters such as availability, 
reliability, possible types of payment or distance from the e-commerce store. These 
websites usually allow users to evaluate e-commerce stores and give them feedback.  
Except from comparing products, these aggregating servers offer their internet 
marketing tools that usually consist of pay-per-click advertisements or fixed payments 
for top positions in search. E-commerce store owners can also use the possibility of 
tracking users and see the real conversion rate of aggregating websites.  
It is very beneficial for all three parties, store owner, aggregating server owner and also 
customer in this process to keep the products and prices up-to-date. Conversion rate of 
visitors that come from these servers is usually very high, because their primary goal of 
users is to compare prices and other available information and do the shopping in e-
commerce store. Customers are able to see also the reviews of products and decide 
which product is most suitable for them (Harris and Rae, 2009). 
As the generation of smart-phones has risen, aggregating servers has developed the 
applications to check the price of product using barcode scanner. Customer than can 
check the product personally in some store downtown, check the barcode and 
application will show him the lowest prices on the Internet. 
To sum up, it is crucial for e-commerce store owners use such aggregating websites, 
keep the listing of products, prices and availability up-to-date and buy the 
advertisements as it is the most effective way of internet marketing. 
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3.4.9. Communication with customer and online reputation 
As in the real world, customer support and reputation among customers is essential for 
successful business. Tools are slightly difference.  
There are several opportunities how to acquire reputation on the Internet. Firstly, e-
commerce store may be member of certified association of e-commerce stores. This will 
add its credibility. In Czech Republic, there is an association called APEK (association 
for electronic commerce). 
Other possibilities are independent evaluating servers where real customers are able to 
rank and review e-commerce stores. To ensure the reliability, e-commerce store needs 
to implement a plugin which send a notification to evaluating server about incoming 
order. After certain amount of days, usually ten, customers will receive and 
questionnaire concerning his satisfaction with provided services. E-commerce stores 
with long-term good quality service will receive a certificate that shows the reliability of 
service. In Czech Republic, Heureka.cz offers a certificate called “Oveřeno Zákazniky” 
(in translation “Certified by customers”). 
Last opportunity how to increase reputation is to attend contests of internet project such 
as “Křišťálová lupa” or “E-commerce store by the year” arranged by Heureka.cz. Any 
good result in range scale of categories will boost store’s reputation and can be used in 
other marketing campaigns. 
As Cros et. al (2007) suggested customer satisfaction is hard to obtain, but the best 
possibility is by active communication with customers. Customers expect to know 
exactly the date of delivery of the goods and track their number of package. Thus the 
business processes need to be aligned with these expectations, the automatic or manual 
input of tracking numbers is a must. Whenever there is a problem, customers have to be 
informed either by phone or by email immediately.  
These are the rules how to boost the reputation and improve customer’s satisfaction, as 
they can be further used in internet marketing. 
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4. Analysis of chosen e-commerce solution 
One of the goals of this report is to completely analyse the affected industry from both 
micro and macro perspectives. It is expected that the internet penetration among 
population is still rising and thus there are always new opportunities for internet 
business as well. There are also new ways how to access Internet such as smart-phones 
or tablets which manufacturers have experienced massive grow of sales. Although these 
devices offer less comfortable access to the Internet, along with cheap internet 
connection from mobile providers allowed users to use it when the computer or 
notebook is not available. 
What is more, e-commerce businesses shall take serious care of accessibility of the 
whole  
4.1. Analysis of external environment 
Analysis of real active Internet users is significant in order to understand the structure of 
local market. There is an authority called Czech Statistics Bureau that is responsible for 
processing various data to publish authorised statistic and offers great data for this 
report. 
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4.1.1. Statistics of Internet users in Czech Republic 
Table 4.1: Internet users in Czech Republic (CZSO, 2011) 
Table 4.1 shows the demographic structure of Internet users and its development since 
2006. It is clear that the number of Internet users has risen by 20% to 61.8% in last four 
years. Another interesting fact is that the community of students and people with higher 
education using Internet is almost fully penetrated. Thus it is expected that the segments 
of people with lower education and pensioners will increase their share a subsequently 
saturate the market.  
Because of the fact that Internet is relatively new technology of human life, the slow 
convergence will take place as new generations start replacing the old one. Thus there 
are two signification possible opportunities. Firstly, certain e-commerce is able to aim at 
not yet economic active part of population, keep their attention in this stage of life and 
expect them to bring benefits in long-term period. Another possibility is to aim at 
pensioner’s group as their growth is at the beginning, offer them simple products or 
services and take advantage of their increasing potential. 
Internet users 
  2006 2008 2010 
  
 
thousand % 
 
thousand % 
 
thousand % 
Total 3 541,3 41,0 4 760,9 54,0 5 458,3 61,8 
Age group             
16–24 946,4 77,7 1 103,8 90,3 1 101,4 92,3 
25–34 933,6 54,0 1 283,1 73,9 1 381,2 83,1 
35–44 747,4 53,7 1 022,5 69,4 1 241,7 79,7 
45–54 576,2 40,1 782,0 56,2 902,7 65,8 
55–64 289,4 20,7 476,6 32,6 624,9 42,1 
65–74 42,6 5,2 82,3 9,7 173,4 19,1 
75+ 5,9 0,9 10,6 1,6 33,0 5,1 
Completed education (25+)             
Basic 49,3 4,5 112,0 10,5 138,8 15,3 
Secondary without maturita examination 569,4 18,3 1 090,7 35,6 1 382,0 44,9 
Secondary with maturita examination 1 286,6 55,6 1 629,8 65,8 1 848,2 73,5 
Tertiary 689,7 78,2 824,6 85,4 988,0 87,9 
Economic activity status             
Employed 2 498,3 52,0 3 419,9 68,4 3 758,9 77,8 
Unemployed 92,3 26,1 76,1 34,6 199,5 53,8 
Students 736,3 92,8 831,1 97,4 822,5 97,5 
Pensioners 115,6 5,7 203,0 9,8 352,6 16,5 
Gender             
Male 1 841,5 44,1 2 482,3 58,0 2 824,7 65,8 
Female 1 699,8 38,1 2 278,6 50,3 2 633,6 58,1 
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As men are more technical mature than women, the percentage of penetrated part of 
population is slightly higher by approximately 6%. It is also expected that the gap will 
be thicker, but probably will not turn around. 
4.1.2. Statistics of Czech individuals purchasing over the Internet 
The previous table shows the overview of general internet usage. In order to fully 
identify the activities of users in the Internet, it is essential to compare this statistics 
with users that are actually using the e-commerce services and purchasing over the 
Internet. 
Table 4.2: Buyers using e-commerce in Czech Republic (CZSO, 2011) 
This table is the core for analysis of the local Czech e-commerce market. As it is clear, 
the number of e-commerce users is growing, though slowly than global number of users 
of Internet. The good news is that there is still expected growth and that the number of 
purchasing students is 40.7%. This social group will become employed very soon what 
can bring more income to e-commerce industry.  
Individuals purchasing over the Internet in the last 12 months for private purpose 
  2006 2008 2010 
  
 
thousand % 
 
thousand % 
 
thousand % 
Total 1 009,4 11,7 1 851,1 21,0 2 246,7 25,4 
Age group             
16–24 222,1 18,2 427,5 35,0 462,3 38,8 
25–34 326,9 18,9 618,8 35,6 739,0 44,5 
35–44 244,4 17,6 383,6 26,0 540,2 34,7 
45–54 138,1 9,6 260,2 18,7 303,2 22,1 
55–64 66,2 4,7 139,5 9,6 155,3 10,5 
65–74 11,7 1,4 19,6 2,3 36,9 4,1 
75+ . . . . 9,7 1,5 
Completed education (25+)             
Basic 6,8 0,6 31,4 2,9 38,0 4,2 
Secondary without maturita examination 147,8 4,8 379,7 12,4 431,3 14,0 
Secondary with maturita examination 351,1 15,2 623,4 25,2 823,5 32,7 
Tertiary 281,6 31,9 389,2 40,3 491,6 43,8 
Economic activity status             
Employed 762,8 15,9 1 362,3 27,2 1 580,2 32,7 
Unemployed 19,3 5,5 25,3 11,5 1 157,4 39,7 
Students 175,3 22,1 314,3 36,8 342,9 40,7 
Pensioners 27,9 1,4 47,1 2,3 78,4 3,7 
Gender             
Male 608,3 14,6 1 048,9 24,5 1 201,8 28,0 
Female 401,1 9,0 802,2 17,7 1 045,0 23,0 
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Older people purchase’s share through the Internet is lowest, but the similar principle as 
in number of Internet users will probably be applied that younger generations will 
slowly replace the older and thus the penetration will converge. 
Due to the fact that it is young industry, the reliability plays its role. There have been 
published several issues of frauds in e-commerce industry in mass media which lowered 
the confidence into online purchases. On the other hand, Internet users are slowly 
adjusting to advanced tools that are available such as store reviews and if an electronic 
store has acquired any certificates. 
To sum up, not only number of active users, or users that are purchasing products 
through the Internet is important, but also the general income of e-commerce industry. 
As it is mentioned in the chapter 3.2., the report by prepared by BCG expects grow of 
spending of individuals by 19% annually until the year 2015. This growth of 
consumption along with the actual growth of number of purchasers offers magnificent 
opportunities either for stable business or for new players that are not afraid to bring 
innovative concept to the market. 
4.1.3. PEST analysis 
The PEST analysis is the detection of political, economic, social and technological 
influences on a specific business that offers an insight of external macro-environmental 
factors of e-commerce business within the whole country’s economy. 
4.1.3.1. Political factors 
There are several regulations of Internet in the world, thus it is a threat from European 
Union or Czech Republic, if any Internet or e-commerce regulating law is established. 
Other legal factors which affect e-commerce business positively are for example 
electronic signature or slow convergence of government into technical solutions. This 
convergence usually offers several few laws that create new opportunities for e-business 
organisations. 
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4.1.3.2. Economic factors 
Economic opportunities include the internet bubbles and increased demand for internet 
projects. The exit strategy for successful internet project may make its owner a rich 
person or guarantee life-long stable business. 
However, the years of economic recession are hard for each segment of market. The 
demand for projects and products is lower, thus the cash-flow needs to be optimised 
during the years of bull on the markets. 
4.1.3.3. Social factors 
Social networks have experienced massive progress and thus the online social 
interaction has risen and allowed users to share their media content. There is an 
opportunity to attract them to share content related to e-commerce business even their 
positive feedback and extend the range of potential customers with zero costs in 
advertisements.  
On the other hand, social networks are very fashionable matter and thus it is crucial to 
monitor all networks that are related to the targeted group. Whenever there are new 
social opportunities in World Wide Web, e-commerce business should take advantage 
of them. 
4.1.3.4. Technological factors 
Technology itself is the revolutionary tool that allowed the enormous and rapid 
development of e-commerce business. Technology improvements may offer better 
feeling of the specific products such as virtual showrooms driven by technology. 
On the other hand, the lost of data and information due to hardware or software failure 
may affect an organisation dramatically. The prevention is always the best way how to 
overcome such problems. 
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Factors Opportunities Threats 
Political 
The support of e-government brings new 
technologies supported by government 
such as electronic signature. 
Regulations that are created by European 
Union and Czech republic may endanger the 
expansion of e-commerce 
Economic 
Exit-strategies and low-cost start-ups 
may transform into successful 
organisations very quickly. 
Recession and internet bubbles may affect 
the run of e-business during those years. 
Social 
Social networks offers great opportunity 
to share content including business’s 
products, reviews and experiences what 
can ensure to grow customer base. 
The negative comments may spread as 
quickly as those positive, thus the good 
services are needed to be provided. 
Technological 
New features may increase customer’s 
satisfaction and comfort. 
Loss of data and important documents due 
to hardware or software failure 
Table 4.3: PEST – opportunities and threats for external environment (own research) 
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4.2.  Analysis of selected industry 
Selected e-commerce business belongs to the industry e-commerce selling of clothes 
and accessories. There are also statistics for this selected industry in the following table. 
Clothes and accessories, which were bought by users over the Internet in the last 12 months 
  2008 2009 2010 
  
v tisících 
thousand %
1)
 %2) v tisících thousand %
1)
 %2) v tisících thousand %
1)
 %2) 
Total 486,7 5,5 26,3 628,9 7,1 32,2 539,8 6,1 24,0 
Age group                   
16–24 140,7 11,5 32,9 164,7 13,5 42,7 150,5 12,6 32,6 
25–34 176,2 10,1 28,5 231,1 13,5 35,5 209,8 12,6 28,4 
35–44 82,0 5,6 21,4 139,9 9,2 30,6 108,8 7,0 20,1 
45–54 66,4 4,8 25,5 59,3 4,3 23,3 44,4 3,2 14,7 
55–64 19,1 1,3 13,7 31,5 2,1 18,8 20,0 1,3 12,9 
65–74 . . . . . . . . . 
75+ . . . . . . . . . 
Completed education (25+)                   
Basic 10,9 1,0 34,6 14,1 1,4 65,9 12,3 1,4 32,4 
Secondary without maturita examination 104,9 3,4 27,6 105,7 3,5 27,5 99,1 3,2 23,0 
Secondary with maturita examination 162,0 6,5 26,0 238,2 9,4 32,8 196,9 7,8 23,9 
Tertiary 68,2 7,1 17,5 106,3 10,2 24,5 81,0 7,2 16,5 
Economic activity status                   
Employed 313,3 6,3 23,0 414,0 8,4 29,7 329,7 6,8 20,9 
Unemployed 10,8 4,9 42,6 17,6 5,3 29,0 20,3 5,5 25,7 
Students 100,1 11,7 31,8 111,5 13,6 40,0 110,5 13,1 32,2 
Pensioners 9,1 0,4 19,3 10,0 0,5 18,3 13,8 0,6 17,6 
Gender                   
Male 172,4 4,0 16,4 237,7 5,5 21,7 168,8 3,9 14,0 
Female 314,3 6,9 39,2 391,2 8,6 45,6 371,0 8,2 35,5 
1)
 As a % of total number of individuals in given socio-demographic group 
2)
 As a % of individuals in given socio-demographic group who 
purchased goods or services over the Internet in the last 12 months 
Table 4.4: E-commerce customers in selected industry (CZSO, 2011) 
According to statistics, the percentage of users that has used the e-commerce services 
and has purchased clothes, footwear or accessories is oscillating around 25%. It is hard 
to say whether the smaller numbers in 2010 have serious reasons or they are caused just 
due to the instability and immaturity of the market. However, the total number of 
population that have purchased this type of goods through the Internet in 2010 has risen 
by 0.6%, thus even the percentage of e-commerce customers of this group has fallen, 
there is still and potential growth.  
The biggest disadvantage of selling clothes and footwear through the Internet is the 
inability to try how it fits before the purchase. This can be overcome by either checking 
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the same goods in classic store, or the ability to return goods within fourteen days. 
Unluckily, not all population is aware of these rights and there are no educational 
programmes or campaigns in the mass media. As a result, the foreknowledge among 
people will be increasing slowly. 
It is clear from the table above that the number of women is far higher than the number 
of man. In order to stick to this fact, website should be optimised mainly for women.  
 
Figure 4.1: Gender differences (WSO, 2011) 
As the figure 4.1 shows women require more easy to use interface along with better 
navigation and accessibility whereas the download speed is not that important. 
Although this fact is probably not so crucial for the business, it may be beneficial to 
look at the facts from different angles. Concerning speed, there is also no need to save 
some resources on the webhosting solution, because speed is also parameter of SEM 
and may make people feel comfortable to navigate through website quickly. 
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4.2.1. Porter’s five forces analysis 
Porter's five forces analysis is widely used for analysis of current state in the industry.  
4.2.1.1. Threat of new entrants 
Czech internet market is saturated and thus the initial costs for larger organisations may 
be too high in comparison to expected rise of new customers. Although, smaller players 
may serve their local market well for low costs as the basic technical solutions are very 
cheap. The quality of service, brand and marketing are the factors that new e-commerce 
organisation can differentiate.  
4.2.1.2. Threat of substitutes 
Substitute for clothes offered in e-commerce stores are either handmade goods or some 
cheap clothes with fake brand. First scenario is impossible due to the costs and the 
nature of Czech dressing style. Second is possible, but its role would probably play 
incoming economic recession and the must of citizens to save. 
4.2.1.3. Bargaining power of customers 
Size and structure of the market is wide, consisting of single customer or companies of 
all sizes. E-commerce businesses are expected to promote offers for loyal customers and 
companies that are purchasing large amount of resources. The customer relationship 
management is essential in this industry in order to keep current customers and attract 
those which were not using e-commerce services before. 
4.2.1.4. Bargaining power of suppliers 
The wide range of suppliers of the products, such as clothes, footwear and accessories, 
that the wholesale business resell makes the power weak. Moderate influence it may 
have for smaller local business, whose customer's base is lower that they are dependent 
on few local wholesale resellers. 
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4.2.1.5. Rivalry between established competitors 
As discussed before, the growth of industry is accurate to create new possibilities for 
incoming players. The internet marketing channels are usually taken and established, 
but with it is possible to break through with the innovation. Strategy, brand name, 
quality, pricing and are the key parts of rivalry. Thus the level of rivalry is medium. 
4.3.  Analysis of competition 
Due to the fact that the barriers for entry of this industry are quite low, high numbers of 
businesses are trying to break through and become a stable player in this market. In the 
following summary, there are several competitive e-commerce stores with subjective 
evaluation of chosen parameters and further detailed description. The points are on the 
range 1-10, where number 10 is the best possible score. 
There is a wide range of better conditions or options offered by competition. This 
analysis is going to emphasize on those which may be applied on “Karnevalové zboží” 
in order to offer better services to customers. 
E-commerce store 
Design, 
Usability 
Navigation, 
range of 
products  
Prices, 
Avaibility 
of goods SEO 
Shipping 
options 
Payment 
options Total 
maxi-karneval.cz 9 9 9 6 9 9 51 
ptakoviny-eshop.cz 8 8 9 7 9 6 47 
levneptakoviny.cz 5 8 7 5 7 4 36 
kostymy-masky.cz 3 5 7 10 5 4 34 
masky-karneval.cz 4 6 5 8 7 4 34 
kostymy-
karneval.cz 2 3 3 7 3 2 20 
bambi.cz 2 3 6 2 2 2 17 
Table 4.5 - Comparison of competition (own research) 
 
Maxi-karneval.cz 
 This e-commerce store finished with the best results of all analyzed competition. 
Its design and implementation is at very professional level. Probably as only one of the 
researched subjects, it offers payment by card as well as bank wire and cash on delivery. 
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Another advantage is that most of the offer is at stock and the expedition takes place 
next day. There are also more shipping type such as PPL, Czech post and local taking of 
delivery. What is more it offers one-page checkout what saves time to customers. 
Ptakoviny-eshop.cz  
Except from strange name for e-commerce store, it offers wide range of magnificent 
and innovative services. The design is fresh, clean and easy to use. This store offers 
more type of shipment, but only limited number of payment options. What is really 
positive is the ownership of certificate by Heureka.cz mentioned in the theoretical part 
along with the reviews of customers and Facebook plugin. Another big advantage is the 
affiliate system which is the only one within this particular industry. 
 
Figure 4.2 - Footer with positive reviews and acquired certificates (own research) 
 
Positives of the rest of competition 
The biggest advantage of kostymy-masky.cz and karneval-masky.cz are good 
optimisation for search engines. Those are the first two websites in the results page of 
Google and Seznam for keyword carnival costumes (“Karnevalové kostýmy”). 
Another crucial advantage is the ability of sending goods on the next day of an order, 
what means either to have goods on stock or be able to deliver goods quickly from 
supplier, or keep the expedition on supplier. 
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There are also rental services of costumes along with the store what make an 
opportunity how to expand this type of business. Bambi.cz offers this type of services. 
To sum up, there are lot of ideas and better services provided by competition that can be 
adopted either to business process or to the website. As a result, numbers of visitors as 
well as the conversion rate of e-commerce have opportunity to grow. 
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4.4.  Introducing selected e-commerce business 
“Karnevalové zboží” is an e-commerce business that has been running for 
approximately one year. It is not actually an organisation, but a self-employment 
business. Its primary goal was to try this concept and improve owner’s living during 
studies. But after successful first year, there are several opportunities how to handle it in 
the future. It does not apply VAT on the products as it is regulated by law when the 
business does not exceed turnover of one million Czech crowns and does not use 
services of companies from European Union.  
The e-commerce “Karnevalové zboží” sells mainly carnival costumes, masks and wigs 
along with several accessories such as plastic guns, cosmetics for carnival or magic 
wings. The warehouse system just-in-time is used, as the goods are bought from several 
suppliers with fast delivery. Thus the store owner does not need to pay extra costs for 
renting a warehouse or any commercial offices. The costs for accountant are reduced as 
the accounting is made by store owner as well. 
4.4.1. 7s analysis 
7s analysis is a useful model that informs about the organisation’s internal factors. It 
consists of 7 main categories – structure, systems, skills, style, staff, subordinate goals, 
strategy. 
4.4.1.1. Strategy 
Strategy of the organisation is set to owner’s ability of finishing studies as well as 
increasing personal budget with the expansion possibilities in the long-term period of 
two years. This type of strategy does not allow to extend the business make lot of 
investments. However, the processes and know-how will be optimised and that can 
make an advantage in the future in order to expand the business. 
4.4.1.2. Structure 
Structure is clearly organised as it consists only of one employee and one technical 
contractor and consultant. The advantage of such small structure is obvious, as there are 
no needs for complicated directives and roles within the company. 
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4.4.1.3. Systems 
The information system and e-commerce store is running at satisfactory level with 
several enhancements such as connection to bank account and Czech post. Although the 
opensource solution does not allow satisfactory security updates and it would not be 
suitable for larger number of employees. Thus during the extended business, there 
should be also focus to switching the whole system into system with licence from 
professional IT organisation with regular update and quick technical support. 
4.4.1.4. Style 
Due to the small organisation yes, it is hard to explain the style of managers, but even 
though there is a positive that whenever business will expand managers have gone 
through the work of their possible future employees. Thus there is an expectation to be 
good leaders.  
4.4.1.5. Staff 
As discussed within the previous points, staff consists only from two people thus there 
is no fear of stolen know-how, ideas or goods. 
4.4.1.6. Skills 
Skills are at above average level what is shown by organisation’s services such as the 
extended customer care and using progressive methods in improving business 
processes. The communication and satisfaction of a customer is the main goal. 
4.4.1.7. Subordinate goals 
Subordinate goals may be also represented as shared values. The main value is the 
orientation to the customer, strengthening connections to the suppliers and finding a 
competitive advantage. Several sponsorships to organisations with approach to children 
were performed. Although the ability of solving problems is sometimes not in 
organisation’s hand, but is dependent on its supplier. 
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Factors Strengths Weaknesses 
Strategy 
It is clearly established, ability to 
improve organisation’s know-how and 
processes until the expansion will be 
performed. 
The opportunity for expansion does not need 
to exist for another two years and there is no 
room for investments at this point. 
Structure 
Structure is clear and simple, it 
simplifies the processes. 
Although processes are straight-forward 
division of roles would be beneficial in long-
term. 
Systems 
Information system is at high level 
with several enhancements in order to 
support business processes such as 
delivery or bank connection.  
This system is not fully extendable and does 
not allow updates. New system should be 
used in the future. 
Style 
Possible future leaders are acquiring 
basic knowledge of workers. 
But they do not have any managerial 
education what may be problem in the 
future. 
Staff 
Staff is very thick, thus there are no 
worries of overtaking know-how, 
goods or ideas. 
More staff could provide better services to 
customers. 
Skills Skills are at high standard level.  
There is no room for acquiring soft-skills due 
to lack of employees to be managed. 
Subordinate 
goals 
Orientation to customer and improving 
communication with supplier is at very 
high level. 
Too big dependency on supplier due to just-
in-time process causes several problems with 
customers. 
Table 4.6: 7s analysis of researched organisation (own research) 
 
4.4.2. Technical solution 
The electronic store is based on low-cost execution and whole running, thus opensource 
solution called Prestashop was used in the beginning. Design was made by student of 
arts and the whole installation and customisation including plugins was performed by 
the author of this report. 
As Faborsky (2009) suggested in his report, opensource system is more efficient for this 
kind of e-commerce solution because of the higher level of software’s freedom. It 
means that the source code of information system can be adjusted quickly and for low 
costs. 
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There are several improvements to this opensource system such as automatic exports to 
aggregating services Zbozi.cz and Heureka.cz. What is more, the plugin for automatic 
detection of delivered packages was programmed. Except from that, another plugin for 
matching the orders with bank transaction was programmed and installed too in order to 
ensure that all payments were successful. 
Webhosting is provided by company called Gigaserver that offers good service with all 
needed technologies in order to run this selected opensource e-commerce solution.  
4.4.3. Seasonal sales 
The sales of carnival costumes and accessories are primarily based on several seasons 
that dramatically affect the turnover and number of visits.  
Firstly, during January, February and March, many carnival events both for children and 
adults occur in Czech Republic and due to the relatively low prices in e-commerce 
stores, the turnover rises five times more than in the summer months. Delivery 
companies have free communication channels what makes it perfect for quick 
shipments. 
At the end of April, event concerning wizard takes place in many cities within Czech 
Republic. Thus increase number of wizard costumes is sold. 
During the summer, there are several summer camps for children with different themes, 
so several costumes of Indians are being demanded. On the other hand, this is the period 
with lowest turnover thus it is best for consolidation and improvement of business 
processes. 
In the autumn and beginning of the winter, there are many carnival parties concerning 
Halloween, St. Nicholas day and Christmas. Due to the high demand for goods from e-
commerce stores before Christmas, the delivery times are increasing and the satisfaction 
of customers is decreasing.  
4.4.4. Economic results – turnover 
This chapter is not published. 
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4.4.5. Economic results – profit 
This chapter is not published. 
4.4.6. Shipping costs and types of payment 
Customers should have more options how their goods are delivered and paid. 
Unfortunately, “Karnevalové zboží” offers only the services of Czech and Slovak posts 
and cash of delivery or bank wire. The shipping costs are set to motivate customer to 
increase their value of an order. Following table 4.9 shows the costs of shipping.  
Delivery Service Time of delivery Value of order Price 
Czech post 5-7 days 0-299 CZK 150 CZK 
  5-7 days 300-1499 CZK 120 CZK 
  5-7 days 1500 + CZK 0 CZK 
Czech post to 
Slovakia 5-7 days not dependant 260 CZK 
Slovak post  14-21 days not dependant 130 CZK 
Table 4.9: Delivery options (own research) 
When the bank wire is selected, the price for delivery is reduced by 25 CZK. However, 
only 5% of customers use bank wire as their types of payment.  
The process of expedition is set to deliver the packages to local branch of Czech post, 
send them, manually enter tracking number to each order and notify customer by email 
which goes along with the tracking number. 
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4.4.7. Male vs. female percentage 
As discussed earlier in the analysis of this industry, it is expected that there will be more 
orders processed by women than by men. As figure 4.3 shows, the predictions were 
correct as there are two times more women among customers than men. 
 
Figure 4.3: Orders by gender (own research) 
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4.5.  SWOT Analysis 
Analysis of strengths, weaknesses, opportunities and threats offers qualitative 
information about both external and internal factors influencing the whole business and 
its performance. This analysis is a aggregation of all above mentioned analysis of 
macro-economic factors, industry and also organization. 
 
Strengths (internal) Weaknesses (internal) 
• Organization’s know-how 
• Optimised business processes 
• Straight-forward structure 
• Orientation to customers and their 
positive feedback 
• Enhanced information system 
• Leaders with adequate experience 
• High-standard skills 
• Good connections to suppliers 
• Lack of investments 
• Expansion does not need to come 
• Lack of division of roles even in 
the future 
• Not-scalable information system, 
cannot be used after organisation’s 
expansion 
• Lack of managerial education of 
owners 
• Too big dependency on suppliers 
Opportunities (external) Threats (external) 
• New technologies that improve 
customer’s experience in 
electronic shopping 
• Exit strategies and potential of 
low-cost projects to grow 
systematically and constantly 
• Emphasis on social networks  
• New features that increase comfort 
of connection with supplier 
• Regulation by European Union or 
Czech republic 
• Another world recession that may 
stop to growth 
• Negative comments or 
competition’s dishonest acts 
• Loss of data or electronic 
documents 
Table 4.10 – SWOT analysis of e-commerce business “Karnevalové zboží” (own 
research) 
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5. Recommendations 
E-commerce business has shown quite good performance in the recent year. But there 
are several recommendations based on the theoretical and analytical part of this work 
that will allow increasing the number of customers as well as improving conversion rate 
of visitors to customers. 
These are the goals that that should be made in order to improve the business and are 
analysed further in the report. 
5.1.  Search engine optimisation 
This chapter is not published. 
5.2.  Certificates 
Acquired certificates improve e-commerce’s store credibility and customers feel more 
confidence into purchase. There are two main possibilities of acquiring certificates in 
Czech internet market.  
Firstly, there is APEK – association for e-commerce. It requires fulfilment of specific 
conditions and monthly payment of 1000 CZK. There are several benefits included 
within the price such as e-commerce newsletter with fresh news, legal consulting and 
confirmation of terms of condition and the ability to publish the certificate to website 
and increase reliability. 
Secondly, there is certificate by Heureka.cz which is based on the review and evaluation 
of shopping process by real customers. The objective process of reviews can inspire 
businesses owner in order to make changes and improve the processes based on 
customer’s recommendations. The certificate published on the website along with the 
list of review can improve the conversion rate. 
The certificate by Heureka.cz was acquired by “Karnevalové zboží” during the season, 
but it was lost afterwards. It is expected to be acquired again, but the positive feedbacks 
need to be boosted during non-seasonal period. The possibility is to request satisfied 
57 
customers to write reviews with an explanation why it is essential for this business 
during non-seasonal period. 
5.3.  Professional header 
In order to increase the reliability of whole e-commerce store, header needed several 
improvements to look more professional with nice images and link to reviews or even 
with the image of certificate by Heureka.cz. The next figure 5.1 shows old header of e-
commerce store. 
 
Figure 5.1: Old header of e-commerce website (own research) 
The goal was to create nicer logo along with the emphasis on acquired certificate or 
positive reviews depending on the situation whether the certificate is currently acquired 
or not. 
 
Figure 5.2: New header with more images and acquired certificate (own research) 
 
The expected impact is the fact that customers will be reading positive reviews of e-
commerce business what will improve conversion rate and confidence of customers to 
purchase goods exactly in this e-commerce store. 
5.4.  SEM PPC advertisements 
The search engine advertisements include mainly Seznam and Google that offers pay-
per-click advertisement campaigns. The recommendation consists of initial voucher for 
Google PPC in the value of 1800 CZK that is for free for new customers. This gave an 
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excellent opportunity to exercise the pay-per-click environment and also increase 
turnover – consequently profit for free. 
The following steps should consist of analysis of the competition’s best keywords and 
optimise the price for them in order to acquire new customers. Then evaluation of the 
number of processed orders and the conversion rate shall be performed. Based on the 
number, it is then easy to find out whether the campaign was successful or not. 
The future impact of such visitors is obvious. The paid clicks for certain keywords may 
replace the search engine optimisation until such keywords will have better positions 
within generic search results. The new incoming visitors mean more customers, if e-
commerce business can offer them enough comfort and satisfied them by range of 
products, shipment methods, pricing and other significant matters. 
5.5.  Paid products in aggregating servers 
The aggregating servers of products such as Heureka.cz or Zbozi.cz allow e-commerce 
owners or marketing agencies order several products concerning online marketing. 
Heureka.cz offers a free package of importing products from e-commerce store websites 
and those products then appears in fulltext search of their own server. There are also 
several particular enhancements, such as adding products into categories that is 
conditioned by paying initial credit. This credit is further used and the e-commerce store 
pays for each click in the category. On the other hand, the click has fixed costs, but the 
conversion rate of such users is at very high level, thus it is an effective investment into 
advertisement.  
Another product is dependent on the certificate discussed in the previous chapter. When 
an e-commerce store acquires this certificate, it is allowed to change the costs for clicks 
to higher levels in order to be shown at better positions in result page. The motivation to 
be in higher positions is clear due to the fact that higher number of users then click to 
this websites.  
The impact of such internet marketing tools is bringing new visitors to e-commerce 
store with very high conversion rate. Thus it is recommended to use another free 
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voucher of 1000 CZK for new customers by Heureka.cz and evaluate the benefits in 
detail. 
5.6.  More shipping options for customers 
This chapter is not published. 
5.7.  New payment options 
As it is arises from the analysis, more payment options can increase customer’s comfort. 
However, these payments are usually not in favour of smaller sellers as the fee are quite 
high, thus the margin should be set according to it.  
Service Fee 
Paypal.com 1.9% - 3.4% of value of order + 0.35 EUR 
GoPay.cz 2.5% of value of order 
Moneybookers.com 1.9% of value of order 
Cash on delivery PPL – 
payement by card 
1.4% of value of order 
Table 5.1: Payment options and their fees (own research) 
What is more, these payments are not often used even by customers as only 8% of them 
are using these services to pay before they get their goods and 4% of customers is using 
payment by credit or debit cards.  
There is also a new opportunity to pay after delivery of the package as it costs extra 
1.4% of the value of an order fee for the seller. This option is allowed by PPL delivery 
service. Because of that, many sellers are cancelling this service, in order to allow 
customer to pay on by cash on delivery. 
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5.8.  Social network interaction 
The social plugins shall be installed into website, it is the easiest way of advertisements, 
because users themselves inform other people about their activity which is browsing 
through e-commerce store’s website and recommending products or the whole store. 
There are examples of such plugin and social network’s buttons that should be at every 
page of e-commerce business. 
 
 
Figure 5.3: Social network’s buttons and plugins (own research) 
 
The contribution are new visitors that will probably does not convert into customers in 
high percentage, but the brand will be better recognised and the benefits from this will 
be taken in the long-term period. 
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6. Evaluation 
Not all recommendations were applied, several of them are in preparation phase, but 
those that were applied have brought significant results in higher effectiveness. Firstly, 
the website header was changed in a more professional way. The problem of this change 
is that it is impossible to evaluate and track the impact of it. Although, the awareness of 
customers about Heureka.cz reviews has risen and most probably has positive influence 
on conversion rate. 
Secondly, better communication with customer was established. Whenever there is a 
problem or a complaint, customer is informed and discount options are offered. There is 
an possibility to write an reply to negative comments in order to explain situation, 
apologise and explain possible solutions. 
Moreover, the measurable recommendations are described in the following chapters. 
6.1.  PPC campaign on Google 
This chapter is not published. 
6.2.  PPC campaign on Heureka.cz 
This chapter is not published. 
6.3.  Social network free campaign on Facebook 
Even though the payments to Facebook were zero, the income of visitors was 276 
during the two summer months. Even though there was not any order, the branding was 
improved and it is possible that some of them were among nine unidentified sources. 
Thus the role of social network should not been reprobated, but included into website as 
a modern tool of increasing base of possible customers. 
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6.4.  Final number for two evaluated months 
This chapter is not published. 
6.5.  Goals in the future 
There are two possible future developments of the e-commerce business in the future.   
6.6. Scenario of boosting profit 
This chapter is not published. 
6.7. Scenario of boosting turnover 
This chapter is not published. 
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7.  Conclusions 
The main objective of this report was to show the efficiency of internet marketing tools. 
As an actual example, the e-commerce business called “Karnevalové zboží” was taken. 
Czech internet market is experiencing its boost copying the global trends of e-
commerce business. New range of products and services has shown in the recent fifteen 
years since the Internet became available to mass population. There were also two 
consolidation phases. First consolidation of the global Internet market occurred after the 
bust of Internet bubble in 2000, when every investor wanted to become rich no matter 
small EPS of supported companies. Second consolidation took place after world’s 
recession in 2008. Now, there is slow but constant growth of Internet users as well as 
the purchaser of goods through the Internet, so it is a great time to expanding business 
of stable businesses as well as the market enters for new ones. However, the new 
entrants need to bring innovative matters in order to succeed, otherwise they cannot 
expect to take bigger share of market. 
According to the analysis, several competitors have better services in some ways than 
the analyzed e-commerce business. Thus, these features were exploited and suggested to 
implement into analysed existing e-commerce business. Its yearly statistics gave a great 
show of development of the e-commerce’s economic indicators that could be further 
used in the report. 
Several goals in order to optimise the e-commerce store along with the improvement of 
credibility and customer orientation were set. These goals included acquiring of 
certificates that improves e-commerce store’s reliability, search engine optimisation and 
design changes in order to increase the number of unique visitors during non-seasonal 
period as well as the average conversion rate of visitors to customers. 
Other goals such as improving customer’s experience by widening the range of 
shipment methods and purchase of APEK certificate are planned to be reached in the 
future. 
The realisation was handled during June 2011 and further scanned and analysed during 
the summer months July and August 2011. The results of turnover and conversion rate 
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were slightly improved as it was expected. The conversion rate of visitors that 
subsequently bought products exceeded 1% what was the success of this work.  
The prognoses to the next years were set in order to increase the profit and turnover. 
Two different scenarios show the possibility of either expanding business or boosting 
the margin with similar numbers of orders as last year. 
To sum up, this report allowed me to understand the variety of internet marketing tools 
as well as accurate efficiency of them. The total optimisation of e-commerce store could 
bring a real increase of profit when the suggested steps will be kept.  
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